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With the popularization of Internet applications, E-commerce has been in rapid 
development. Nowadays, online shopping has become increasingly important in our 
daily life. As an important link in e-commerce, online marketing (or E-marketing), 
to a large extent, has changed the traditional marketing forms, not only helping 
enterprises increase efficiency, reduce costs, expand market, but also helping 
enterprises gain social and economic benefits. Furthermore, comparing to traditional 
marketing, online merchandising has the advantage of internationalization and 
information integration, has become an important portion of enterprise’s overall 
marketing strategy. Online merchandising is the future trend. How to effectively 
conduct on-line merchandising, has been receiving more and more attentions from 
both the internet-based business and traditional enterprises.  
Company A is one of the biggest transnational enterprises who started online 
business since the 90’s of 20th century. Company A applies standard platform in its 
global websites, provides semblable page design, similar product lines and 
analogous purchase process, but the performance of online business are different 
from region to region. This article is intended to investigate the online 
merchandising between company A’s U.S. Web site as the representative of the 
mature markets and its mainland China website as the representative of the emerging 
markets, to identify the different online-merchandising strategy applied in these two 
regions, as well as to evaluate other factors of influence . This article also discusses 
the in the business environment in China, what are the differences between company 
A and the other well-known PC manufactures conducting online merchandising. 
This study aims to address the challenges and opportunities for company A 
developing its online business in China and exploring possible solutions.   
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根据互联网世界统计（Internet World Stats）发布的统计数据[1] ，截至 2009
年 12 月 31 日，全球互联网使用人口已达 18 亿，互联网普及率（互联网使用人
口数相对于居民人口总数）为 26.6%。其中北美地区互联网普及率达到 74.2%，
大洋洲地区为 60.8%, 欧洲为 53.0%，亚洲地区为 20.1%（见表 1-1）。 
 
表 1-1  全球各地区互联网使用人口统计  单位: 人 
 


















地区，达到 7.64 亿。北美地区互联网使用人数为 2.59 亿， 欧洲为 4.26 亿, 大
洋洲地区为 0.21 亿（见图 1-1）。 
 
 
图 1-1  全球各地区互联网使用人口比较   单位:  百万人 






网络购买者的统计研究中，尼尔森互联网市场研究机构于 2008 年 1 月发布的数
据显示，已有超过 8 亿 7 千万个人消费者在网上购物。 
 
表 1-2  网络购物普及率较高的国家 
 




















表 1-3  网购商品排名 
 





























































图 1-2 中国大陆地区互联网使用人口 









炒股和旅行预定在内的商务交易应用囊括了 2008到 2009年度 16种主要网络应
用用户增长率前 5 名。其中网上支付增长率最为显著,达到 80.9%，网络购物增
长率为 45.9%错误！未定义书签。（见表 1-4）。越来越多的网络用户开始使用网
上购物和网上支付。 
中国大陆网络购物市场在 07 年取得了爆发式增长，08、09 年则延续了这
种高增长态势。根据艾瑞咨询（iResearch）统计分析，2009 年中国网络购物交




















表 1-4  中国大陆各类网络应用使用状况及用户增长 
 







































第三节  研究方法及论文框架 






用 SWOT 分析工具总结 A 公司在中国大陆开展网络营销面临的机遇与挑战，
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